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1.0 INTRODUCTION AND BACKGROUND OF THE STUDY
1.1 Introduction
In Sub-Saharan Africa, the momentum behind the take-up of mobile phones has raised the prospect for provision of financial services via mobile phones. This can have positive developmental consequences, including, increasing the efficiency of payment systems and reducing reliance on cash as a transactional medium, thus broadening access to financial services (Gray, 2005).

By comparison, the penetration of retail banking systems in most African countries is very low. While no reliable figures for the proportion of people banked yet exist at continental level, national household surveys are providing more reliable information for certain countries.  According to Finscope (2005), as unbanked people start to use mobile phones, they can become more bankable as basic banking service become accessible via mobiles.

The expansion of mobile phone usage has pulled in its wake, access to basic banking. As a result, the proportion of people with access both to formal communications and to formal financial services will rise. Attracted by the market potential, several M-payment and M-banking services have started up in various African countries including Zambia, DRC, South Africa, Nigeria, Kenya and Tanzania (Finscope, 2005).

Kenya, Tanzania, Uganda and Rwanda currently have a combined active mobile subscriber base of 43.3 million. Of these Kenya, has the largest share with 18.7 million subscribers, followed by Tanzania, with 11 million and Uganda, with 8.7 million subscribers. Rwanda has the smallest mobile telecommunications market with only 1.6 million active subscribers (Sullivan and Frost, 2010).

Kenya’s penetration rate of approximately 42 per cent is the highest in the region, whereas Rwanda has the lowest with 13 per cent. Although the mobile markets are becoming increasingly competitive with 17 mobile operators at the end of 2008, projected growth rates to 2015, are high. Growth rates of 108 per cent for Rwanda and 43 per cent for Kenya have been forecast (Sullivan and Frost, 2010).

Vodacom’s MMT (M-PESA), launched in 2009, and is internationally recognized as a global pioneer in terms of mobile payment services. With 10.2 million subscribers at the end of 2009, transactions worth Tshs 20.48 billion were made through M-Pesa in 2010. Although it has not been a major revenue generator for the operator, the fact that it has made a contribution to customer loyalty is significant (Sullivan and Frost, 2010).

MTN Mobile Money (MMM) is an MMT service that is offered in Uganda. The service was launched in 2009, with MTN Rwanda set to launch its MTN MMT service by the end of 2009. There has been a rapid uptake of MMT in Uganda and Rwanda is set to achieve similar goals with its launch at the end of the year. Airtel entered the MMT market approximately in 2009 (Sullivan and Frost, 2010).	

Airtel’s MMT service is called ZAP. In 2009, Airtel launched three new applications: Zap Transact (collect cash from numerous sources and put directly into bank accounts), Zap Master Pay (ease cash administration, whereby a company pays up into up to 1,000 Zap accounts at a time). These applications were designed to meet the requirements of small and medium enterprises by easing the transaction processes (Sullivan and Frost, 2010).

The objective of the study is to assess level of customer satisfaction with Mobile Money Transfer (MMT) services in Tanzania by focusing on Vodacom’s M-PESA. Specifically, the study aims to asses the extent to which customers are satisfied with M-PESA services, identify contributing factors for customer satisfaction with M-PESA services and examine measures taken to ensure customers are satisfied with M-PESA services. Customer satisfaction is therefore a primary goal of process improvement program. When creating a customer satisfaction survey the first objective is to get the customer participate, (Bob E.Hayes, 1998). 

Mobile Money Transfer (MMT) services are financial transactions undertaken using mobile device such as a mobile phone (Allen, 2003). MMTs are a small but growing subset of the broader world of electronic payments (E-payments). MMTs are simply the transference of value from payer to payee, as in a remittance or bill payment (Krugel, 2005).

MMTs are a subset of E-banking in which customers’ access a range of banking products, such variety of savings and credit instruments, via electronic channels. MMTs require the customer to hold a deposit account to and from which payments or transfers may be made. According to a recent report by the Committee on Payment and Settlement Systems (CPSS, 2008), M-payments have advanced rapidly in recent years. The transfer of money is made possible by the fact that MMTs share to some degree the basic characteristics of money: they use a commonly accepted unit of account: they are typically denominated in currency units (not, for example, time units) and they can be an efficient medium of exchange in societies where the financial system does not allow easy remote transfers (Krugel, 2005).

According to Wright et al, (2006), MMTs are limited to users of same network, limiting the value for other mobile users. MMTs are also used to store of value, provided that the mobile telephone company continues in business, and the airtime does not expire. Within the constraints of airtime validity and network usage, airtime is an alternative currency of sorts.  The biggest constraint here is its real cost: airtime is not redeemable at par into cash. 

MMTs usually involve paying away a sizable commission (typically 5%) on the face value of the airtime at first sale. In addition, sales or value added taxes are often levied on the face value of the airtime. However, these cost factors alone do not prohibit the redemption of airtime into cash by vendors or indeed, the network operator itself; they simply translate into a deep discount to face value (Wright et al, 2006). 

Kenya, Tanzania, Uganda and Rwanda currently have a combined active mobile subscriber base of 43.3 million. Of these Kenya, has the largest share with 18.7 million subscribers, followed by Tanzania, with 11 million and Uganda, with 8.7 million subscribers. Rwanda has the smallest mobile telecommunications market with only 1.6 million active subscribers (Sullivan and Frost, 2010).
1.2 Statement of the research problem
In the Financial sector which is dominated mainly by commercial banks was historically looked upon as the powerful catalyst for economic development. However banks did not offer wide service on money transfers services in rural areas despite that in rural areas there is high need of money services. The importances of mobile money service arise as most of people use mobile money transfer services. 

This research focusing on customer satisfaction on the use of mobile money transfer service as one of the problem resulted due to lack of vendor who supports M-Pesa services at the area where receiver need the service without any traveling cost, also another problem is power sustainability in rural areas where national grid is not available hence the receiver of M-Pesa service fail to recharge their phones as due to power problem. Also senders are having problem on interest rate charged by mobile phone companies on M-Pesa services. The above mentioned problems which are being facing both senders and receivers of mobile money transfer services will be discussed to assess how these groups both sender and receiver of mobile money transfer services are satisfied with the service.

The prosperity and growth of MMTs in Tanzania depends to a large extent on the ability of mobile phone companies to provide a service that satisfies customers. Customer satisfaction is vital for ensuring high rate of adoption and continuous use of MMTs among mobile phone subscribers the mobile phone company apart from expanding the coverage of their network they need also to look on interest rate charged to customer who are sending money through mobile services. In order for customer to be satisfied with the use of mobile money transfer services the matter of quality and quantity come into consideration by viewing if associated factor with mobile money services to satisfy users both sender and receiver are being put in place. If the service is charged high interest during sending money it is the matter of fact to taken into consideration for senders if they satisfy with interest rate charged? Receivers of mobile money services also are having different problems including point to receive their service, as most of points are situated in town centre leaving people in rural areas to travel for long distance for a service which sometimes it does not reflect the value for money if compared with distance traveled, cost incurred during traveling and amount of money received. 

To address this problem it is expected that mobile phone companies has to establish cash point at every village where their network coverage is available. Not only cash point but also renewable energy as the source of power has to establish in order to eliminate the problem of charging their phones. No enough studies have been conducted to assess the level of satisfaction with MMTs among mobile phone subscribers.

Many researches done in the past about mobile banking has been about the effect of mobile money services and their impact on the growth of economic development of the society at large.  Satisfying customer is an essential element to stay in the business in the modern world of global competition. Customer satisfaction is a subjective measure. It is a measure of perception, not reality although when it come to reality, although when it comes to a happy customer, perception is more important than reality. Customer need to demand bigger, better, faster and improved service which results to improved customer’s expectation,(Bob E.Hayes, 1998). 

Thus, there is a knowledge gap on the extent to which mobile phone subscribers are satisfied MMT services, contributing factors for customer satisfaction with MMT services and measures taken by mobile phone companies to ensure customer satisfaction with MMT services. It is thus, the objective of this research study to fill in that knowledge gap by focusing on MMT services offered by Vodacom (M-PESA) as a case study.

1.3 Objective of the study
The main objective of this study is to assess the level of customer satisfaction with Mobile Money Transfer (MMT) services in Tanzania by focusing on Vodacom’s M-PESA.

1.3.1 Specific objectives
The study will be guided by the following specific objectives:
1.	To asses’ customers both senders and receivers of mobile money transfer (M-PESA) are satisfied with services
2.	 To identify contributing factors for customer satisfaction with M-PESA services
3.	To examine measures taken to ensure customers are satisfied with M-PESA services
1.4 Research questions
The study will be guided by the following research questions: 
1.	To what customers are satisfied with M-PESA services?
2.	 What are the contributing factors for customer satisfaction with M-PESA services?
3.	What measures are being taken to ensure customers are satisfied with M-PESA services?

1.5 Scope and significance of the study    
The findings of this study will assist members of the general public, subscribers of mobile phone services, mobile phone companies and other stakeholders of the mobile telephone sector to become aware of the extent to which customers of M-Pesa are satisfied with the service, factors contributing to customer satisfaction with M-PESA services and the measures taken by Vodacom to ensure that customers are satisfied with M-PESA services.

The study will also serve as a stepping stone to future researchers on the same or similar topics by suggesting areas that need further studies to be conducted. Also, successful completion of the study will enable the researcher to partially fulfil the conditions for the award of a Masters degree in Business Administration offered by the Open University of Tanzania (OUT). The study will shade knowledge on different people to access the availability of the service and hence to deploy all necessary requirements to unbanked areas where banks and people with no bank account cannot access this service, the service has created employment to other citizen.
The study will add much to the body of knowledge in the field of banking and benefits derived from the industry. The literature will be beneficial to the society at large as it will add much to their level of understanding.

The finding will be helpful to financial institutions and Government at large on mobile money transfer services as the contributing factor on economic development hence to be used as the base line during budgeting and other decision making. The findings are helpful in telecommunication industry hence they will be used by Tanzania Communication Regulatory Authority (TCRA) on policy formulations.

1.6 Limitation of the study 
In conducting this study, the researcher expects to face the following limitations that may affect the effectiveness of the study:

 1.6.1 Time constraint
This study will be carried out for a short period to follow the deadline of the academic calendar of OUT. Time constraint may affect both, the quality and quantity of the research study because the researcher will have to use fewer respondents.

  1.6.2 Financial limitation
Lack of adequate finances may affect the quality and quantity of data collected during the study. This may hamper the researcher to conduct the study effectively because the researcher will not be able to interview as many respondents. 
 1.6.3 Lack of local empirical literature
























This chapter reviews the literature used by the researcher on the subject matter. It explores various aspects and issues concerning mobile money transfer and related matters.
CUSTOMER SATISFACTION CONCEPTUAL FRAMEWORK
Customer record(The customer record is not necessary if each respondee is a unique customer)-A unique customer identifier-Demographic information about the customer(e.g. role, location type of service provided by the customer, service received etc



















	Response record-Score for the satisfaction level-Score for the importance level 		Question Record-A unique question identifier- Question text
			Comment Record-A unique comment identifier-Comment text

Source: Field study data (2011)
Customer records will be revealed from services being undertaken by the vendor, this the one who enjoys the service provided by Vodacom M-Pesa. The variables will be different services being done through the use of mobile money transfer services (Vodacom M-Pesa). The services will involve different activities or services available through the use of Vodacom M-Pesa. The response record will involve unique response identifier where each customer or vendor will be having a unique response hence to make good result for research findings. Different comments will be provided through the use of question record and comment record where all respondents will use their own comments and text to explain their satisfaction on mobile money transfer services.
	
Unique customer identifier is that data which will be used to explain the state of customer on application of mobile money transfer services. Every customer has its unique feeling on all activities and outcome resulted from mobile money transfer services. This will be verified by the response from unique response identifier and the result will be obtained from unique question identifier or unique comment identifier.

Demographic information about customers is that data which will be gathered basing on location expressing services being provided or service received and also it identify about location type. In rural areas the user of vodacom M-Pesa can be categorized differently with those who are receiving this service from town with different options of application on Vodacom M-Pesa.

Service provided by Vodacom M-Pesa is the main objective of this topic to view how far the service is beneficial to society at large. It views in details transactions and other services being perfomed by using Vodacom M-Pesa. The score of satisfaction level will be viewed and the score for the importance level also will be established through this framework. These scores will be made possible for findings made through comment record as comment text.


2.2 Theoretical literature review
This section gives a brief overview of on theories used by the researcher to describe Mobile Money Transfer services. These theories are relevant to this study because they describe various means through which Mobile Money Transfer services can be provided. 

2.2.1 Application of new technology in service theory
This theory explains so far how the technology has contributed to improve mobile money transfer services. The theory has a number of advantages to society as it explain in details how so far this new technology has improved the service delivery as banking business has increased.( (Hock Bee, 1999). The theory explain in details it availability and expansion to rural areas where other technology were not available hence effect a number of advantages through effecting transactions and payments systems. The banking industry technology has got positive competition which has resulted to positive impact on mobile money transfer services (Morawczynski and Pickens (2009).

 Chapman and Holtham (2004) in the theory on application of new technology in service delivery have helped many organizations to improve services. In this theory they argued that application of new technologies creates potential for improvement in delivery of services as it is in recent developments in mobile phone technologies which has resulted in a rise in volume of banking business performed through the mobile phone such as mobile money transfers (Hock Bee, 1999). Vodacom M-Pesa as the positive effect towards new technology as the theory suggest it has brought a number of positive impacts as to make easy transactions on matters which were not easy (FinAccess (2009). This theory has its weakness as it does not explain how so far it brought changes to areas where are unbanked (BOT report on Balancing Act Africa, issue 541 February 2011). The technology theory has been new to society such that it reveals no positive effect as it is new to society. Technological developments have brought many changes to society as transactions have been possible at every stage with no any limit. (BOT report on Balancing Act Africa, issue 541 February 2011). This is another weakness resulted by technological theory as it tries to excel mobile money transfer services with no boarder of control hence reveal shortfalls to users of this services.

2.2.2 Adoption of Mobile Money Transfer services theory
Since 2005, Mobile Money Transfer services have been used in a number of ways in developing countries.  It is the theory which explains the adoption of money transfer services and its effect to developing countries. A study conducted by Porteous (2006) on the adoption of Mobile Money Transfer  services in Africa found out that Mobile Money Transfer s in Africa are in the following forms; transmitting airtime, paying bills and transferring money.  The forms which has been explains in this theory  base much on the activities being conducted by the society such as paying bills,  as it is for water bills, electricity (LUKU), DSTV, Star times etc. There are also a few m-money systems in developing countries that allow international money transfers. In this theory it is much explaining its impact to developing countries for transacting e money while the matter of mobile money transfer services is wider than it has been stated in this theory. The positive effect of this theory is it explaining the actual situation being performed on adoption to mobile money transfer services as it explaining it effect in developing countries. Although this adoption theory has positive effect there are other negative effect whereby it does not explain how so far it has benefited the society and its impact to development of the society at large particularly in developing country and focusing on the society living in rural areas (FinMark Trust 2008). 

2.2.3 Mobile Money Transfer services theory
This is the theory which explains mobile money transfer services as the means of transferring money to different beneficiaries through money transactions as being provided either by banks or mobile phone companies. It is the system which is provided through the use of telecommunication systems.

The study by Porteous (2006) which involved a survey of mobile phone users in Kenya and South Africa, also found that some forms of Mobile Money Transfer services are offered entirely by banks while others are offered entirely by mobile phone companies and others are offered in partnership between banks and mobile phone companies. Most Mobile Money Transfer systems users to store value in an account accessible by the handset, convert cash in and out of the stored value account, and transfer value between users.
Majority of Mobile Money Transfer subsystems in Africa involve the use of a “pseudo account” by purchasing “electronic money” (emoney) from an agent, usually a third party or someone who works for the mobile phone operator or bank. The user can then send e-money to another recipient with a phone, who then withdraws the e-money from their local transfer agent. Fees are generally charged for each transaction (Porteous, 2006).

The most popular Mobile Money Transfer system in Africa is M-Pesa (“M” for Mobile, “Pesa” for “Money” in Swahili). Although M-Pesa has been touted as “banking the unbanked”, on average, M-Pesa users are wealthier, better educated, urban and “already banked”.  The theory has proved to have some weakness which fails to reward the society on direct benefit provided by transfer and security of their transactions. Morawczynski and Pickens 2009). It is recommended that the system is accessable hence it reach to all areas which are not reachable by other banks.

2.2.4 Penetration of Mobile Money Transfer services theory
Penetration theory is that theory which states how so far the mobile money transfer services has captured the market.  A study conducted by FinMark Trust (2006) on the penetration of banking services in East Africa found out that less than 30 percent of East Africans have formal bank accounts.

M-Pesa money transfer system, launched in March 2007, has become popular with the unbanked population. A FinAccess (2009) survey found out M-Pesa has grown to over 8.5 million customers (November, 2009), served by over 12,000 agents throughout Kenya. M-Pesa services have expanded to include bill payments, group salary payments and school fee payments. The study also found that over KSh20 billion has been transferred through the system since it was launched. This theory has contributed much easing money transaction on payments of various transactions. Though the theory did not show the impact on using mobile money transfer services for payment purposes for the matter of control and security of the user (Vaughan, 2007). It is recommended that this theory has to be used for estimating the effect of mobile money payment theory as the factor to be taken into consideration as its effect is a one way for control purposes.

2.2.5 Mobile Money Transfer services and keeping balance theory
The study by Morawczynski and Pickens (2009) also found out that M-Pesa users often keep a balance on their M-Pesa accounts, thereby using the system as a rudimentary bank account. M-Pesa users also send smaller but more frequent remittances, suggesting that the use of M-Pesa system might someday allow informal insurance networks to function more efficiently and effectively. 

The rapid uptake of M-Pesa and similar m-money services is not surprising when one considers the level of financial development in Kenya and in sub-Saharan Africa. Less than 30 percent of the population in East and Southern African has a formal bank account, ranging from 9 percent in Tanzania to 63 percent in South Africa. These findings are according to a study conducted by FinMark Trust (2008). 
In 2006, Kenya had only 450 bank branches and 600 automatic teller machines, or less than two bank branches per 100,000 people (Vaughan, 2007). Kenyans primarily sent money by one of three mechanisms: via Western Union or post office, via intermediaries (such as bus drivers), or via friends or relatives. Wire transfers via Western Union are secure but expensive and not always available in remote rural areas. 

2.2.6 Usage and impact of Mobile Money Transfer services theory
Usage theory explains the impacts resulted by mobile money transfer services(Vodacom M-Pesa) the impacts to individuals through personal savings and timing amount of transfers.

Jack and Suri (2009) suggest that that the inconspicuous nature of M-Pesa transfers could allow individuals to increase their personal savings, because friends and relatives would be less likely to know about the timing or amount of transfers. Wilson, Harper and Griffith (2010) find that members of informal savings groups in Nairobi are using M-Pesa to deposit individual savings into their group account.

A variety of qualitative studies provide some insights into the characteristics, patterns and potential impacts of Mobile Money Transfer usage. For example, a study by Morawczynski and Pickens (2009) on usage and impact of mobile financial services in Kenya found out that users often keep a balance on their M-Pesa accounts, thereby using the system as a rudimentary bank account. This theory is much used for financial transactions and keeping of funds and their usage. The theory fails to reveal the impact to users as it does not recognize its impacts to society hence further study has to be applied.
2.2.7 Sending procedure of Mobile Money Transfer services theory
This is the procedure used on transferring process as being explained in the theory.
The study by Morawczynski and Pickens (2009) found out that M-Pesa users send smaller but more frequent remittances, suggesting that the system might allow informal insurance networks to function more effectively. The inconspicuous nature of M-Pesa transfers allows individuals to increase their personal savings, because friends and relatives would be less likely to know about the timing or amount of transfers. 

A variety of qualitative studies provide some insights into the characteristics, patterns and potential impacts of M-Pesa usage. For example, Morawczynski and Pickens (2009) find that M-Pesa users in Kenya use it to send money instead of using transport services or friends and relatives because it is more accessible and affordable, although it carries a high risk of theft. This theory also has a number of weaknesses which welcome other research to be conducted for the purpose of enriching the findings. The recommendations base on improving transferring methods hence to satisfy customers.

2.3 Methods used to describe mobile money transfer services
This section gives a brief overview of three methods used by the researcher to describe Mobile Money Transfer services namely; Basic, Network Operator Centric and Service Content Aggregator methods. These methods are relevant to this study because they describe various means through which Mobile Money Transfer services can be provided.
The methods are classified on three grounds namely; who is legally responsible for the deposit, where can cash be accessed and who carries the payment instruction.  

2.3.1 The Basic Method
In the basic method the third-party services and application providers are separated from the cellular network providers. This leads to more business opportunities from the market point of view, as well as more available services from the customers’ point of view. In this method, the Network providers provide the platform and equipment, while vendors are responsible to provide the services (Panagiotakis, et al, 2005). 

An example of the Basic Method is the M-Pesa service where by, Vodacom provides the platform for provision of Mobile Money Transfer s by actually carrying out the payment instruction, while M-Pesa agents (vendors) serve as points where cash can be accessed and are responsible for deposit taking and making payments. In essence, Vodacom itself is not responsible for deposit taking or cash payments but provides storage for virtual money in virtual M-Pesa accounts.

2.3.2 The Network Operator Centric Method	
In this method, the user subscribe to a mobile network operator, which is responsible to provide users with telecommunication services, and in addition, delivers services and applications offered by a third party. The mobile network provider only charges a fee for facilitating Mobile Money Transfer  or transactions made over the network (Panagiotakis, et al, 2005). In this method, the mobile network operator is responsible for facilitating the payment but does not issue the payment instruction.
An example of this Mobile Money Transfer method is the one operated by the National Microfinance Bank (NMB) known as “NMB Mobile” where by the bank issues payment instruction to pay money from one account to another and the mobile phone operator carries out the instruction. One notable limitation is that this method does not allow money to be paid only between NMB bank accounts

2.3.3 The Service Aggregator Centric Method
In this method, the service provider is responsible for providing users with its own services and applications. The mobile phone operator on the other hand allows payments to be made over the phone for services offered by the service provider through the mobile network.  It is assumed that the service aggregator comes into directly agreement with a network provider for delivering payments through the network’s infrastructure (Panagiotakis, et al, 2005).

Vivid examples of the Service Aggregator Centric Method of Mobile Money Transfers are the current arrangements made by service providers such as Tanzania National Electric Supply Company (TANESCO), Dar es Salaam Water and Sewage Company (DAWASCO) and Multichoice that allow their customers to make payments for electricity bills or purchase electricity, water bills and digital satellite Television subscription through Vodacom’s M-Pesa.  

Under this method, users have to subscribe to both, the service provider and the mobile network provider. However, choice of the mobile network provider is made independently from choice of the service provider. Based on the subscription, the service provider defines the prices, collects the charging information and charges the user based on both transport part and services and contents parts (Panagiotakis, et al, 2005). Then, the apportioning of revenues among mobile network providers and service provider is performed based on the agreements reached among the players. This means that in this method, service and content aggregator undertakes the role of billing and payments providers (Panagiotakis, et al, 2005).

2.3.4 The Service Provider Centric Method
In this method, instead of the service and content aggregator, the service and content providers come directly into agreement with network provider for delivering their applications and services through the latter’s telecommunication infrastructure. The service and content providers define the pricing and payment policies and charge the users based on their usage of transport and services and content (Panagiotakis, et al, 2005).

According to this method, the users come to subscription agreement with the service and content provider, which incorporates the roles of service and content aggregator and billing and payment provider. Furthermore, the service and content provider collects and apportions the revenue among the involved players according to business agreements. The possibility the network operator to charge the user separately for the transport part is not precluded (Panagiotakis, et al, 2005).

2.3.4.1 Categorization of Mobile Money Transfer services
Mobile Money Transfer s and M-banking method differ according to the roles played by the main providers in an M-banking solution: the bank, the mobile phone company and/or a possible third party entity. According to Mobey (2006), M-banking methods are defined by using two critical roles as (i) the issuer of the security element (such as the SIM) used to authenticate and authorize; and (ii) the platform manager. Different scenarios exist where banks and mobile phone companies fill these basic roles in different configurations. 

Mobey (2006) believes that the biggest potential for international growth of m-banking exists when personalization bureaux (such as chip/SIM card issuers) take on the role of platform manager, which owns the cryptographic keys that enable service providers to download an application to the security element. Based on the answers to the following four key questions, four m-banking models may be identified: 

In this research the model which will be used as the operational model for data collection is basic model where the application of M-Pesa as the case of study being taken into consideration for assessment of customer satisfaction towards Mobile Money Transfer Services (MMT).

2.3.4.2 Who is legally responsible for the deposit? 
Usually, mobile phone companies and other issuers of prepaid balances can also become issuers of e-money. The legal situation can seemed blurred when mobile phone companies pool individual deposits into one aggregated account at a bank, which has no sight of or role in administering the underlying individual accounts; however, when the bank itself does not recognize the individual accounts, deposit pooling is effectively issuance of e-money (ibid).
An example of a company uses this model is Celpay Holdings of Zambia. Although Celpay has retail functionality, enabling funds to be deposited via banks into virtual Celpay accounts from which they can be transferred by mobile phone, the focus of its business model has become business to business payments around the logistics chains of large corporates with far flung distribution, such as breweries and oil companies (ibid).

2.3.4.3 Whose brand is most exposed to the public?
This consideration is related to the issue of responsibility for the deposits, through the reputation risk involved. Note that in many developed countries, where there may be small banks with limited penetration, the brands of the few mobile phone companies with much larger client’s bases may be far more valuable. 

An example of a company that uses this model is MTN Mobile Money of South Africa as a joint venture between the country’s second largest network operator MTN and large commercial bank, Standard Bank. Mobile Money starter packs are available via MTN agents and bank branches; and account opening takes place remotely through an interactive process and the Mobile Money menu is downloaded over the air to SIM card.

2.3.4.4 Where can cash be accessed? 
The key question here is whether, in addition to conventional banking outlets such as branches or ATMs, additional agent networks brought into the offering for cash back or taking deposits, such as airtime merchants. An example of this model is M-Pesa which is a Mobile Money Transfer platform developed by Vodafone Group. M-Pesa is a person-to-person transfer of money.

2.4 Empirical literature review
Since 2005, Mobile Money Transfer services have been used in a number of ways in developing countries.  It is the theory which explains the adoption of money transfer services and its effect to developing countries. A study conducted by Porteous (2006) on the adoption of Mobile Money Transfer  services in Africa found out that Mobile Money Transfer s in Africa are in the following forms; transmitting airtime, paying bills and transferring money.

The study by Morawczynski and Pickens (2009) found out that M-Pesa users send smaller but more frequent remittances, suggesting that the system might allow informal insurance networks to function more effectively. The inconspicuous nature of M-Pesa transfers allows individuals to increase their personal savings, because friends and relatives would be less likely to know about the timing or amount of transfers. 

A variety of qualitative studies provide some insights into the characteristics, patterns and potential impacts of M-Pesa usage. For example, Morawczynski and Pickens (2009) find that M-Pesa users in Kenya use it to send money instead of using transport services or friends and relatives because it is more accessible and affordable, although it carries a high risk of theft. During the study, 7.4% to 53.9% of respondents indicated that they had transferred money to someone else’s mobile phone. The majority of the transfers conducted were as a favour to family and friends – however there is also significant usage of money pay for goods and services. On the other hand, 4.8% to 68% of respondents surveyed indicated that they had received money from someone else before. 

Another study conducted by Financial Sector Deepening (FSD) Kenya (FSD, 2008) which included a survey of over 3, 000 M-Pesa customer in Kenya revealed beyond any doubt that more than 80 percent of users were happy with the service, many claiming that their life was better off because of it. The survey showed that the majority of customers used the service for domestic remittances: on average sending about US$25 per transaction.

Among the customer complaints revealed by the study was that agents sometimes ran out of cash, the occasional case of attempted fraud and the occasional network complication. However the overall view of M-Pesa by customers was remarkably positive. M-Pesa had substantially changed the market for domestic transfers, almost eliminating the role of bus companies and post office (FSD, 2008).

The FSD (2008) study also revealed that a significant group used M-Pesa to buy pre-paid airtime directly from their accounts, and an intriguing 21 percent said that they used the service to ‘store money’. However, an analysis of inactive accounts showed that only 1.6 percent (60,000 out of 4 million) remained inactive for more than 30 days. The average residual amount held in these accounts after 30 days was just Ksh 1,468, or approximately US$2.
This corresponds to 60% of Safaricom’s customer base, 23% of the entire population, and 40% Kenyan adults. M-Pesa is currently responsible for over $320 million per month in person-to-person (P2P) transfers. On an annualized basis, this is equal to roughly 10% of Kenyan Gross Domestic Product (GDP). Although transactions per customer have been on a rising trend, they remain quite low, probably still under two P2P transactions per month. 

The average transaction size is around US $33, but Vodafone has stated that half the transactions are for a value of less than US $10 and translate into US $7 million in monthly revenue for Safaricom which is equal to 8% of Safaricom revenues. Also, the study revealed that 19% of Safaricom airtime purchases are conducted through M-PESA. Since the launch of the bill pay function in March 2009, there are 75 companies using M-PESA to collect payments from their customers. 

The study also shed considerable light on the profile of M-PESA’s early adopters and customer usage patterns. The survey found that the average M-PESA user is, in comparison to non-users, twice as likely to have a bank account (72 percent versus 36 percent), wealthier (65 percent higher expenditure levels), more literate, better educated, and fairly “tech savvy,” which probably makes them more acutely aware of the convenience offered by M-PESA.

More than half the sample uses it primarily for sending and receiving money. Interestingly, 21 percent of M-PESA users report using M-PESA for storing money. However, the survey revealed that less than 1 percent of accounts had balances of over KSh 1,000 (US $13), and a government audit of M-PESA in August 2009 revealed that the average balance on M-PESA accounts was only US $2.70.

The survey also found that 52 percent of respondents use the service on a monthly basis, suggesting that customers have yet to incorporate M-PESA into their daily lives. The survey also found that 98 percent of users report being happy with the service and 84 percent claim that losing M-PESA would have a large, negative effect on how they deal with money transfers.

In her study of M-PESA, Ratan (2008) suggests that the latent demand for domestic remittances is related to urbanization ratios. More propitious markets will be those where the process of rural-urban migration is sufficiently rooted to produce large migration flows, but not so advanced that rural communities are hollowed out. Countries with mid-range urbanization ratios (20 percent to 40 percent).After small pilots involving 500 customers, M-PESA launched nationwide, increasing the likelihood that the service could reach a critical. At launch, Safaricom had 750 stores and had made sure to cover all of Kenya’s 69 district headquarters. It was a massive logistical challenge that led to a great deal of customer and store confusion and, in the first months after launch, several days’ delays to reach customer service hotlines. 
The first ethnographic research on M-PESA as one of the earliest success stories in the mobile phone based delivery of financial services to explain the impact of M-PESA to poor people (Morawczynski and Pickens 2009).

The mobile payments systems provides an avenue for linking bank account holders to the unbanked population in the area with the limited access to formal banking services.( BOT report on Balancing Act Africa, issue 541 February 2011). Here two regulators in Tanzania sign a memorandum of Understanding (MoU) on the service as the joint supervision between Bank of Tanzania (BOT) and Tanzania Regulatory Authority (TCRA) as the result of strong growth of mobile payment services in the country. Mobile Payment schemes involve not only funds transfer but also payments of retail goods and services. Mobile payment services are especially used to top-up mobile phone credits, airtime transfers between mobile phones and corporate bill payments-waer and electricity for instance the report say. 

The existing arrangement creates gaps in the regulatory framework because two regulators-BOT and TCRA- each with a limited scope of coverage, oversee the mobile payment services the report says, noting that the signed MoU provides a mechanism for regulatory and supervisory coordination between the two regulators. The central bank regulates the financial transactions, the TCRA focuses on the communication infrastructure. The growth in the usage of mobile phones offers great opportunity to extend financial and other services to millions of those in the unbanked community say the report.

2.5 Research gap
Based on the above reviewed empirical literature of empirical literature review, it is evident that extensive research has been done which are related to the research topic in developed and neighboring countries such as Kenya. In the development field, there is great interest in the use of mobile phones to increase citizens’ access to efficient and affordable financial services a practice commonly referred to as mobile money.
 Chapman and Holtham (2004) in the theory on application of new technology in service delivery have helped many organizations to improve services. In this theory they argued that application of new technologies creates potential for improvement in delivery of services as it is in recent developments in mobile phone technologies which has resulted in a rise in volume of banking business performed through the mobile phone such as mobile money transfers (Hock Bee, 1999).The research did not explain how far it has positive impact to customer/ users of mobile money transfer services. 










This chapter presents the overall research design, location of the study, sample of the study, sample size, sampling techniques used to select respondents, nature of the study, data collection techniques that will be used to collect relevant information and data analysis as well as sources of data collection techniques. 

3.2	Research design
According to Churchill (2002), a research design is a master plan specifying methods and procedures for collecting and analyzing the required data. It is a means that is to be followed in completing a research study. The research design helps the researcher to obtain relevant data to fulfill the objectives of the study. There are three types of research designs namely; exploratory, descriptive and causal research designs.

Exploratory research design is good for studies which emphasize on formulating a problem for more precise investigation from an operational point of view. In descriptive research design, the major emphasis is on determining the frequency with which something occurs or the extent to which two variables vary. Causal research design is suitable for research studies whose major emphasis is on determining the cause and effect relationship. 

This research study has used exploratory research design because in exploratory research designs, major emphasis is on discovery of ideas and insights, which in this study is to discover insights on the extent to which customers of Vodacom are satisfied with M-Pesa services, contributing factors for customer satisfaction and measures taken by Vodacom to ensure that customers are satisfied. The approach has enabled the researcher to collect data by using methods of data collections such as questioners and interview (face to face) that have in the end helped in understanding better the problem and have enabled to address the research questions that are in the introductory part of this study. This has worked through selection of a sample from a large population that responded to the questionnaires in order to get the real information from the respondents. 

The respondents were selected from those individuals who are using mobile money transfer services (Vodacom M-Pesa).It was assumed that the responses would provide a broader insight of the impact on customer satisfaction towards mobile money transfer services. The questionnaires were desired in such a way that they were simple and easily understood by the respondents. The questionnaire type of survey was chosen for the fact that it could help the researcher cover a wider and extensive area of the research. It also gave the respondents time to organize themselves on their responses and therefore be able to give comprehensive views.

The research could not use other means of data collection such as literature survey, telephone interviews and observations due to some reasons. Literature survey was not preferred because the researcher wanted to understand the current situation and therefore it was better to have current views from the practitioners that would give the real picture. Telephone interviews could not be possible as it was difficult to get telephone numbers for the intended sample. Therefore the main method used was questionnaires that were distributed to the respondents on hand. The questionnaires were not channeled to respondents through their postal addresses for the purposes of minimizing low reponses. 

3.3	Area of study
This study will be conducted in Dar es Salaam region (Temeke districts, Kinondoni districts and Ilala districts). The districts were selected due to population and have many users of mobile money transfer services as the report reviewed from Mobile phone compaies. The Head Offices of Vodacom where the researcher got data and information on the study. The researcher also visited the offices of Tanzania Communications Regulatory Authority (TCRA) to find information on regulatory and policy issues regarding the subject matter.

3.4	Study population
Population refers to an entire group of individuals, events or objectives having common observable characteristics. It is the aggregates of all that conforms to a given specification (Mugenda and Mugenda 2003).The targeted population for this study is divided into two groups of people namely Vendors for M-Pesa and staffs from Vodacom. Clients gave useful informatation about Mobile money transfer services (Vodacom M-Pesa) how they satisfy their needs as customers and staffs provided useful information about their servo stice rendered to customers and efforts being made to strength the service and challenge being raised by customer and how are overcome aiming to satisfy their customers.
 3.5	Sampling techniques
3.5.1 	Sample and sample size
Kothari (2006) defines sample as a collection of some parts of the population on the basis of which judgment is made. A sample is small enough to make data collection convenient and large enough to be a true representative of the population from which it had been selected. Sample size refers to a number of items to be selected from the population of the study to constitute a sample. The sample must be optimum, i.e., it fulfills requirements of efficiency, reliability and flexibility. The sample which was used under this research involved all users of M-Pesa where as the reliable information/data collected used to make conclusion on the research problem. Flexibility was considered so as to represent best judgment on the result. 

Customer satisfaction on the use of mobile money transfer services (Vodafone M-Pesa).According to Cohen et al (2000), the knowledge gained from the sample is of the total population under study.  Large sample increases variability and strength of the revealed information and reliability of test’s results. A total number of 100 users of M-Pesa took part in the study, and 10 staffs from vodacom office.

3.5.2 	Sampling procedure 
According to Kothari (2006), sampling is defined as the selection of some parts of aggregate of the totality based on which a judgment or inference about the aggregate or totality is made. It is a process of selecting a group of people, events, behaviour, or other elements with which to conduct a study. An important issue influencing the choice of a sampling technique is whether a sampling frame is available, that is, a list of units comprising the study population. During the study, the researcher employed the use purposive sampling method to select respondents from among the population. Purposive sampling enabled the researcher to use judgement to select cases that best answered the research questions and objectives.

3.5.3 	Sample size 
The research involved a total of 110 respondents which includes; 10 members of staff of Vodacom who were purposely selected from among members of staff of Vodacom from the M-Pesa department, and 100 Vodacom subscribers who frequently use M-Pesa services, who were randomly selected from M-Pesa outlets located in seven different locations in in the three Municipals of the City of Dar es salaam namely; Kariakoo,Buguruni Mbagala, Tandika, Mwenge, Kimara and Manzese.

3.6	Data collection methods
During the study, both primary and secondary data collection methods were applied. There are two main types of data collection methods that were used to collect data during the study namely; primary and secondary data collection methods. Primary data collection methods included; observation, questionnaires and interviews. Secondary data collection method that was used to collect data was documentation method.

Questionnaires were used because they enable the researcher to get detailed information on the subject matter. Also, interviews were used because they allow the researcher to have face-to-face discussions with respondents. This method were required and indirect oral examination under which the interviewer has to cross examine persons who has knowledge about the problem or the matter under review and the information obtained to be recorded for the case of the problem under review structured interview were used.(Kothari C.R 2006).The research involved structured questionnaire where the questions were closed with questions of in dichotomous or multiple choice and were presented with exactly the same wording and in the same order to all respondents reply to the same set of questions.( Kothari C.R 2006).Another method that was used to collect data was documentation. Documentation method were used because it helped the researcher simplify the researcher’s task by providing information recorded in form of numbers and percentages and presented by using tables, charts and graphs. 

3.6.1 	Primary data
The primary data was collected through questionnaire and personal interviews. The questionnaires were distributed to Vodacom clients who use M-Pesa services and non Vodacom clients provided that they use Vodacom M-Pesa service or mobile money transfer service systems. The clients were required to mention how they benefited with the use of Vodacom M-Pesa as the mode of mobile money transfer system.

3.6.2 	Secondary data





In order to get good results for the study, the researcher surveyed the area to get information by using questionnaires that were distributed to sample selected and also used face to face interview to gather the information. The questionnaires were administered in three Municipals (Temeke, Illala and Kinondoni). The interview was done to those who were no able to respond on their own due to some reasons such as time constraint and literacy factors.

Table 3.1 shows the questionnaires distribution coverage.

Table 3.1: The questionnaires distribution coverage





Source: Field data (2011)
Table 3.2: The questionnaires respondents in the three municipals









Source: Field data (2011)

3.6.2 Observation
During the process of interviewing the respondents, the researcher got time to observe the realities presented by the respondents. This were made possible because the respondents were interviewed at a time their transacting M-Pesa service.

3.6.3 Interviews
This method was employed especially for the illiterate who could not write and read well as to those were hurry and very busy. This was used to probe and get the required information. The interviewees were made to give the information freely and objectives for the study were fulfilled.

3.7	Data analysis and presentation	









4.0 	DATA FINDINGS, ANALYSIS AND DISCUSSIONS
This section discusses data analysis and respondents under the context which the research was done on Customer satisfaction towards mobile money transfer services (M-Pesa). The same questionnaire was administered three municipals in the City of Dar es salaam. The findings of the study are presented according to the specific research questions in the form of tables. The respondent rate was 100 percent which is favorable to make conclusions. The collected data were edited and coded. Data analysis was done using frequencies and percentages.

4.1	General information
This section presents data on the general information on the respondents such as gender, employment status and level of education and age.

4.1.1 Gender of Respondents
Data of the gender respondents is presented in table 4. 1.
	





Source: Field data (2011)


Table 4.1. Shows that the largest groups of respondents were males, at 64% while their female counterparts were only 36%. This implies that male is involved much on mobile money transfer services (M-Pesa) as they use M-Pesa for business activities which much involve the use of M-Pesa services as for buying of materials for business transactions. Female has been using M-Pesa services to cover various transactions including shopping, paying for Electricity bills, water bills and other domestic uses.

4.1.2 Age Patterns of the Respondents
Data of the age patterns respondents is presented in table 4.2.

Table 4.2: Age of Respondents 










The majority of the respondents were of age between 31 and 40 where by in Ilala Municipal (Kariakoo area) data shows that 45% at this age they confirmed to use mobile money transfer services (M-Pesa), where by only 25% who were at the age below 30 years confirmed to use mobile money transfer services (M-Pesa) while the age between 41 and 50 years only 20% confirmed to use this service. Those with the age above 50 years data show that only 10% were using M-Pesa services. For Buguruni area in the same municipal data showed the same results with the higher response on those with the age between 31 and 40 years who confirmed on the use of M-Pesa at 45% which is higher compared to other group of age, less that 30 years only (30%), between 41 and 50 years only (13%) and those with above 50 years (5%). The data shows that, Ilala municipal on the selected area most of people who are using M-Pesa are those with the age between 31 and 40 years. 

In Temeke municipal respondents on the selected area for study (Mbagala and Tandika) shows that the age between 31 and 40 years has been using M-Pesa for their daily transaction to accomplish their needs, for Mbagala (56%) and 49% for Tandika while the age below 30 years was 14% and 19% for Mbagala and Tandika respectively and those with the age between 41 and 50 years was 24% and 20% for Mbagala and Tandika respectively and for those with the age above 50years the respondents shows that only 6% and 12% for Mbagala and Tandika respectively.At this municipal still the respondents with the age between 31 and 40 years confirmed to use M-Pesa. In Kinondoni municipal the respondents on the selected areas (Manzese,Kimara and Mwenge) those with the age between 31 and 40 years shows that 51%,55% and 65% at Manzese,Kimara and Mwenge respectively are using M-Pesa where other group of age were less active on the use of this service where by with the age less than 30 years, data shows that 25%,20% and 25% for Manzese,Kimara and Mwenge respectively, while the group of age above 50 years shows that ony 12%,10% and 3% for Manzese,Kimara and Mwenge respectively are using M-Pesa. Table 4.2 shows the analysis of this data and it prove that customers who are using M-Pesa service are those with the age between 31 and 40 years. This group of age is the one which involve much on business issues and other activities which involve the use of money hence the M-Pesa is the best and efficiency method to transfer money for boosting their transaction therefore they are satisfied with the use of mobile money transfer services (M-Pesa) (table 4.2 above).

4.2	Quality of service provided by M-PESA
The respondents were asked to rate the quality of service provided by Vodacom on M-Pesa service. If the rate was ‘poor’ the respondents were asked to highlight the most common problems they encounter in relation with M-Pesa services.








 Source: Field data (2011)

As shown in table 4.2 above, 21% of the respondents rated the quality of service of Vodacom M-Pesa as excellent, 56% rated very good, 17% rated average and 6% rated the quality of service of Vodacom M-Pesa as poor. This implies that the respondents shows that the quality of service of Vodacom M-Pesa is acceptable within the society, the report from TCRA shows that users of Mobile money transfer services (M-Pesa) are estimated to be more than 10 million people. While the report from Vodacom estimates that the transactions on M-Pesa services are growing at a rate of 1.5% per week, these shows that customers are satisfied with the services. (Vodacom report March 2011).

4.3	Efficiency of Vodacom M-Pesa services










Table 4.3:  Efficiency of Vodacom M-Pesa services
Source: Field data (2011)

As shown in the table 4.3 above, the research has found that Vodacom M-Pesa service is an efficiency service. 40% of the respondents rated the service to be excellent efficient, 45% rated the service to be very good efficient, only 12% rated the service to be average efficient and only 3% of the respondents rated the service to be poor efficiency. From the above data in the table above Vodacom M-Pesa service said to be efficient service users of the service both sender and receiver has satisfied with the service. Senders has been using very short time for the service to either send money without no delay  and the receivers has satisfied with the service through receiving money even those with no bank account. All these group of customer they confirmed to satisfy with the service delivery.

4.4	Quality of life improvement and type of benefits realized from m-pesa service
Through the use of mobile money transfer services customers has recorded some benefits which can be said improved their quality of life. This life change can not be solely attached to the individuals but it has also to be counted as an achievement to the entire economy. This is when we can measure the effect that mobile money transfer services (Vodacom M-Pesa) have to the economy of the country as a whole. A few areas which are components of life and which are necessities were tested to see if the respondents have managed to achieve positively on those items. The items were such as to use M-pesa service for paying school fees for children, use of M-Pesa services for house constructions, Use of Vodacom M-Pesa service for house renovation, for meeting daily family expenses, for meeting medical expenses, for buying clothes, for winning social recognition etc.

The research has found some significant changes that have been realized by the respondents. A good number have indicated that through the use of mobile money transfer services (Vodacom M-Pesa) they use for paying school fees of their children. The result shows that 62% use M-Pesa to pay school fees for their children. The remaining 38% can be assumed to have no responsibility of paying school fees either they don’t have children or they have already done the responsibility such that they are no longer obliged. Table 4.4 shows the results.






Source: Field data (2011)

One of the most important aspects in life is to meet daily expenses. These expenses can be food, water, energy such as electricity and other many. The study has shown that those whoa are using vodacom M-Pesa can meet these requirements easily through this service. The testimonies given by the respondents have created a positive impression for the same.

Among the respondents 84% have appreciated and said they are using M-Pesa for family and individual expenses (paying of electricity bills, water bills etc) while 16% indicated that they are not using the service.






Source: Field data (2011)
The question of health is a very serious one and poor health is a source of many deaths. Poor health can be attributed to being unable to access health services due lack of cash. Services can be also available but if one does not have money for buying the service, it can lead to deterioration of his health and consequently death. The use of mobile money transfer services (Vodacom M-Pesa) has bridged this gap hence enabled to effect payment at par and therefore improving their standard of living. This is evidenced by the respondents, 75% of whom have said that they can meet medical expenses through the use of Vodacom M-Pesa service. This is a good indicator of how Vodacom M-Pesa services have improved the quality of life of the people. See table 4.6. 






Source: Field data (2011)

4.5 Employment creation through the use of vodacom M-pesa services
Employment has been a problem in our country such that the proportion of people who get formal employment is very small as compared to that of those who are not employed in the formal sector. The only refuge for such people is to get engaged in the use of running of Vodacom M-Pesa as vendors. Those who are running these services are said to be employed, and also they need to employ others for easing transaction. This in itself can be a gate way for other people also to earn their living and improve their quality of life by being employed whether by super dealers of vendors. 

The study shows that mobile money transfer services (Vodacom M-Pesa) have created some employment to other people .The study shows that 77% of Vodacom M-Pesa vendors have managed to employ other people to help them in doing the business and the remaining 23% are running the service for their own without any employees. This is a very good achievement in the economy and if well nurtured, this sector can rescue the situation of high level of unemployment in the country. The government therefore has a big task to ensure that this sector is growing and becomes one of the big employers of the unemployed.






Source: Field data (2011)

4.6	Allocation of cash-points for M-pesa services








Table 4.8: Summary of the respondents 




4.7 Availability of power in rural areas





Both solar and generator	45	45%
Total	100	100%

Table 4.9: The distribution of power for mobile phone changing used on MMT services

Source: Field data (2011)

4.8 Chapter summary




5.0	SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1	 Introduction
This chapter aims at concluding the whole work undertaken in this study. Chapter one defined the problem under study while the second chapter reviewed the literature relevant to the problem under the study. Chapter three highlighted on the research methodology whereas chapter four discussed data analysis and results for the study. It is therefore the aim of this chapter to discuss the conclusions, recommendations and suggest areas for further study.

5.2	Summary
This dissertation report sought to establish the impact on customer satisfaction towards the use of mobile money transfer services (Vodacom M-Pesa) using a sample of three municipals (Temeke, Ilala and Kinondoni) within the city of Dar es salaam.The research  report sought to establish the extent to which Vodacom M-Pesa has contributed to benefit  the user of this service both sender and receiver. The research design used is descriptive census survey, the sample size included three municipals (Temeke, Ilala and Kinondoni) with the selected areas (Tandika, Mbagala, Kariakoo, Buguruni, Manzese, KimaraandMwenge), and Questionnaires with both closed and open-ended questions were distributed to vendors’ .The major finding of the reports indicates that all the research objectives are important. This has been presented in chapter four and will be further explored in the next section ‘Discussion’.
5.3	Discussion
This section provides discussions on the research findings on the objectives of the research. The study was guided by the following specific objectives:
1.	To asses’ customers both senders and receivers of mobile money transfer (M-PESA) are satisfied with services
2.	 To identify contributing factors for customer satisfaction with M-PESA services
3.	To examine measures taken to ensure customers are satisfied with M-PESA services

The results from the study shows that the respondents shows that the use of Vodacom M-Pesa has contributed much on improvement of life quality through meeting on family expenses as for payment of electricity bill, water bills etc. It also shows that Vodacom M-Pesa services have been used for effecting medical payment together with improvement of life standard. The contributing factor on customer satisfaction has been established from the respondents whereby they confirmed that the efficiency of the service is the factor resulted to accelerate this service. 

The service has resulted into improvement of quality of life standard whereby employment has been increased due to number of vendors operating this service. There are enough strong measure has been take on this service whereby the service is much monitored by  both the service provider and other stakeholders who work on day to day transaction to make sure that it maintain the stated standards. All mobile money transfer services (Vodacom M-Pesa inclusive) has been expanding their services to areas which are not easily reachable by commercial banks. Receivers and senders of mobile money transfer services (Vodacom M-Pesa) has been challenged with different situation each of it own aspect. Satisfaction of these customers has been of different aspects. Senders  of mobile money transfer has been satisfied much with service as most of them they are from urban areas where location of M-Pesa kiosks is not a matter of considerations whereby they do not require travelling a distance looking for a service. Cash points are very close and time taken to effect transaction is very minimal hence customers on sending side are satisfied with the service.

Receivers has found to have different challenge compared to senders, as most of the receivers are those from rural areas where it found to have different problems compared to those of sender. Problems found to receiver are of different nature including Power problem, distance from cash point, and technology itself as the user of this service in rural areas they are not so smart on technological change of mobile money transfer as a new technology. Hence these groups of customer are not satisfied with the use of mobile money transfer services due to problems discussed in the finding from respondents as explained above. To address this situation vendors and mobile phone companies (Vodacom for our case) has to come out with new strategy of improving a gap between receiver and cash point hence to satisfy their need as quality service provisions in terms timely delivery of service. Receivers have to travel a distance for M-Pesa service which is closetful and it needs time as been explained above on respondent’s opinions (table; 4.6). 

Vodacom M-Pesa services its satisfaction factor to customer has been contributed by different factors where by the users of this service both senders and receivers has been enjoying. Mobile phone companies is one of the contributing factor whre by they invested millions of shilling on constructions of towers in rural areas in order to meet the demand of quality service through network availability all of the time. The Government through Tanzania Communication Regulatory Authority (TCRA) has contributed much to increase and efficiency of mobile money transfer services through establishment of good policy which enable these mobile phone companies to run their business efficiently. Another contributing factor is technology itself, it is through technological advancement sharing of information is possible. The use of mobile money transfer services to pay electricity bills, water bills, fees, and other many is the result of technology development in the real world.





The use of mobile money transfer services in Tanzania is the new technology which has taken part in economic development through generation of employment. As it has been shown in the respondents most of the employed person are being the result of this new technology. Also the government has to empower its people so as to benefit with this service as it has been proved to the most efficiency method and easily accessible and attainable. The government through the Tanzania Commission Regulatory Authority (TCRA) has to work on interest charged and educate its people if it reflects true and fair view. The use of mobile money transfer services has been appreciated in many countries as being a major sector of the economy. Its contribution to the DGP of the country and to the life of the individuals and families places it in the highly ranked and recognized sectors. The sector is also a good employer and it helps much in the reduction of unemployment and poverty.

The government needs to prepare a clear money transfer laws to clarify the responsibility of service provider in order strengthen consumer protection in Tanzania as well as establishing appropriate safety net procedures which  immediately  provide remedies if consumer involved into controversial deal.

The government through use of mobile money transfer services has benefited through its people to sell their products and have direct access with money transaction effect over the country hence increase revenue through tariff charged as the results of tax payable through interest charged to these mobile phone companies. The government has increased its national income  through indirect use of mobile money transfer services as it is the only easiest method of money transfer method being adopted by large population and has largest growing network model of money transfer known.
Observably population categories with lower levels of education happen to be the larger user category of mobile money transfer services. The government has to institute positive effort so as to make this group participatory on economic development at large.

The government also has to use its agencies to link with this opportunity of its people of being using mobile money services for implementing renewable energy in rural energy which will support charging of these phones hence to make the service to be operating with no limitation of power.

5.4.2 To banks 
Banking services is still limited to some areas with the country where by people involve long time to travel for such service. The use of mobile money transfer services (Vodacom M-Pesa) has bridged this gap that is why it has resulted to high turn up and in rural areas where there is limitation of banks the only adopted banking service is for M-Pesa. If all commercial banks would have been established in rural areas their contribution factor would have been established as we have seen for Vodacom M-Pesa. Mobile phone banking as being used for money transfer and information sharing this system frees up consumer from traditional banking system, as now through mobile phone banking the account holder can access certain information through his/her mobile phone. This service has enabled the service to be easy for money transfer hence to faster the service. This service has reached unbanked persons in rural and urban areas in Tanzania where agents happens to be airtime distributors or retail outlets for handsets that manage cash transaction during money transfer as it is for NBC mobile services or NMB mobile services. It is through this situation banks has to establish new approach which will enable to reach their services more and more in rural areas where mobile money transfer services already being in place.

5.4.3 To Vodacom and other mobile phone companies
Vodacom and other Mobile phone companies are those which have the task to improve more and more on this mobile phone transfer services (Vodacom M-Pesa, TIGO Pesa, ZAP etc). The coverage of their service has to reach all areas which are uncovered. Mobile phone companies has to establish new market strategy for market penetration in order to win the market share efficiently as to date the service being provided still base in district level whereby still those living in the rural area although they have strong signal the problem is when it come the matter to receive cash as the result of, money transfer they have to travel in order to receive service. It is expected that money has to be obtained at the point where the customer live and not need to travel for service. Marketers and promoters of m-money services may be underutilizing word of mouth, sms –text messaging and other information channels beyond mass media that has the potential to reach many more potential users. 

Campaigning these channels with mass media campaigns can enhance the effectiveness of raising awareness and use of m- money services. In rural areas there is a challenge on management of float (cash) in light of prospected demand as operators have tended to focus mainly on the densely populated economic zones, more so increase in local and international money transfers services with maximum consumer protection, against risks of fraud, loss of privacy and even loss of service is extremely critical for growth of m-banking. This is another area where mobile companies have to work on it so as to reduce if not to eliminate it.

5.4.4 To customers/users of M-Pesa
Skills for customers who are using mobile money transfers service has been the matter of fact for failure to capture the skills of manipulating the considerably sophisticated mobile phone menu items. This has been the limiting factor as it result most of the customer fail even to register their mobile phones as they can not even follow the procedure required. Though not seriously impaired the capacity of wider population of Tanzania users is fairly curtailed by not being fully conversant with all that they can accomplish through the mobile. Deliberate interventions must be undertaken to successfully ensure that the targeted persons/customers particularly the rural residents and females are empowered not only with technology but also with skills and finance as well. 

To prevent these communities from lagging behind they must be familiarized with the benefits and opportunities of mobile banking. In fact there is a close relationship between the problem of lack of knowledge and the second most cited problem of not having access to an m-money agent. Network agents are on –the –ground representatives for the service providers. Since many agents are already airtime sellers and kiosk operators, agents are in a position to inform existing and prospective customers about m-money. Although lacking access to agents is a substantial problem in rural areas which need to be addressed as most of those who suffer this problem as they lack prospective storefronts that can support and agent.
5.4.5 To investors
The use of mobile money transfer services is another catalyst for investor to use this bridge to penetrate to areas which are covered by this service. There is further room for optimism for development groups pushing m-money as a tool of financial empowerment for Balance of Payment (BOP) individuals because more lower – income Tanzanians are now owning mobile phones in larger and larger numbers. It is through this situation investment opportunities is open and well enabled by the use of mobile money transfer services.

5.4.6 To other stakeholders
The application of mobile money transfer services has attracted many, the society at large is of high interest to know how operations are done it is the matter of issue of discussion for fair and transparent treatment of customers as in most cases lack of financial capability is still exploited negatively .The provider of financial services need to understand they stand to gain themselves from an informed customer decision. Here the matter for discussion is how the right priorities in financial literacy are set. In order to protect consumers’ awareness creation and social marketing behavioral change, increasing consumers’ financial capability this aims at empowering consumer. The government through sectoral authorities (Bank of Tanzania and Tanzania Communication Regulatory Authority) has a big role to play in protecting consumers by ensuring that financial institutions, Business firms, Fund raiser through mobile phones service providers provide regular reliable information and apply recognized standards and suitable codes of conducts.
Strengthening of collaborations among relevant organizations through establishment of liaison committee on a regular and on –going basis which will consists of banks, service provider, regulatory authorities, consumer groups, lawyers, Tanzania private Sector Foundation, Tanzania Business Council, Confederation  of Tanzania Industries, Tanzania Chamber of Commerce and others to join for preparation of  consumer protection policy as stakeholders.

5.5 Limitations of the study
The study has been done in the city of Dar es salaam within three municipals with the sample selection of only one hundred respondents. This number is so small that it can not stand as true representative of the findings to the problem under study. There is a need to conduct some research basing on a large number of people and also extending the area to the whole country in order to get some views from different angles in the country.

5.6	Recommended areas for further study
In this study we have been examining customer satisfaction on the use of mobile money transaction services (Vodacom M-Pesa) and how has resulted to changes of quality of life and improvement on economic aspect for both personal and national at large. We have seen how people have been using M-Pesa to effect different transactions in an efficiency manner. The study was done in the City of Dar es salaam, Ilala municipal with Buguruni and Kariakoo, Temeke municipal withTandika and Mbagala while Kinondoni municipal was having Kimara, Mwenge and Manzese.This leaves out other regions including rural areas.It should not be taken for grant that the results found in this study are a representative of the rural areas users of Vodacom M-Pesa. One can try and find out what are the views of users / vendor and operators of Mobile money transfer services in rural areas regarding whether they are satisfied with the service of Vodacom M-Pesa services. A study can also be done to asses the interest rate charged through the use of mobile money transfer services (Vodacom M-Pesa) if it satisfies customer need compared with those charged by commercial banks.

Further study also can discuss the effect of mobile money transfer service on economic growth. As this technology is still new to developing country a study can be conducted to assess the impact of mobile money transfer services on technological change and penetration of technology to users in rural areas.
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1.1 Age:	Less than 30yrsBetween 31-40 yrsBetween 41-50 yrsMore than 50yrs	1.2Gender:	MaleFemale
1.3 Education level:	NonePrimaryOrdinary SecondaryAdvanced SecondaryDiplomaDegree	1.4 Marital status:	Single MarriedSeparateDivorcedWidowed





Section one: fill in blanks and yes/no questions
Please rate the following factors on a scale of 1-4 Vodacom M-Pesa service.
1=Excellent      2=Very good      3=Average          4=Poor





2.	(b) If poor what are the contributing factors?
............................................................................................................................








5.	 If  YES mention other services  which you pay by using Vodacom  M-Pesa     
Services
6. Is Vodacom M-Pesa services beneficial to you? 
i) Yes
ii) No
If YES describe how it has benefited you………………………………………………………………………………………………………………………………………………………………………..
7. The use of mobile money transfer services has been resulted due to the following
i)	Poor banking services in rural areas
ii)	Increase of mobile phone services in rural areas.
iii)	Change of technological aspect hence increase of money transfer services
iv)	All of the above is applicable 
     8. Do you use Vodacom M-Pesa for all of your money services transactions?
      i) Yes                                                                                                 
      ii) No
          If YES why? Explain…………………………………………………………....
          If the answer is NO what other means do you use to transfer money? Explain
            ………………………………………………………………………………..
   9. Do you use M-Pesa service for another service other than money transfer?
     i) Yes                                                         
     ii) No
       If YES mention that services……………………………………………………
       If the answer is NO.  Explain
    10. In your view what do you think is necessary to be improved for the use of Vodacom- Pesa Services?




iv)  16-20 km
v) Above 20 km
12. Are customers being involved in all changes being made on the use of Mobile money transfer services (Vodacom M-Pesa) as the feedback to users?
………………………………………………………………………………………..
13. Comments on the contributing factor of the Vodacom M-Pesa services compared to other financial institutions
……………………………………………………………………………………….

14. Why do you prefer to use Vodacom M-Pesa services? Explain.
15. Is Vodacom M-Pesa services known well to society?
i) Yes
ii) No.
If YES explain the contributing factor
If the answer is NO explain the contributing factor.

Section two: Rank the following statements
The following tables have statements about mobile money services.  Rate your agreement with each of the statements by using the scale provided in the table. If you do not have an opinion about the statement, or if you think that the statement is not very well formulated, leave the line blank.




16	 Mobile money services have improved my performance in my daily activities.					
17	 I intend to use mobile money services whenever available					
18	Mobile money would be easy for me to use					
19	Using mobile money enhances my effectiveness and efficiency in my life					
20	Using mobile money services extremely easy					


Section Three: Multiple Responses
21. Tick for all those apply why people prefer to use Vodacom M-Pesa services?
 i) It is the easiest way money transferring 
ii) It is the fastest method for money transferring
iii) It has cheap interest rate
iv) It is the easiest way for recharging mobile phones.
v) It is the best method known for transferring money for various payments.
vi) It is the method used by both those with bank account and that with no bank account.
vii) It has wide coverage hence it is used by different group of people even those with no bank account.
22. What are the contributing factors which results the Vodacom M-Pesa services not to be efficient
i) Long distance travel for cash point services
ii) Power problems for charging mobile phones
iii) Poor knowledge on MMT among users of Vadacom-Mpesa
iv) Poor network availability in rural areas.

Thank you for your time!
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